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ABSTRACT  
  In order to be competitive in the hotel market, more and more hotels have 
proposed various types of “wow” services to inform customers’ impressions of the hotel 
in a positive way. Many customers consider these services excellent, and they often 
exceed their expectations. However, some “wow” services only generate the effect of 
amazement instead of meeting customers’ needs and wants. Applying the notion of the 
Zone of Tolerance (ZOT: the range between customers’ desired and adequate levels of 
service expectations) to the unique services provided by the Hotel Royal Chiao Hsi Spa 
in Taiwan, this research study explores hotel customers’ service expectations and 
perceived service quality while revealing the relationship between service quality, 
satisfaction, and future behavioral intentions. The findings indicate that the ZOT indeed 
exists in customers’ service expectations through the significant difference between the 
desired and adequate levels of expectations. In addition, findings indicate that customers 
have diverse tolerance zones toward different hotel services regarding the perceived level 
of essentialness. Ultimately, the findings specify that customers’ perceived service 
quality has a direct effect on both customer satisfaction and future behavioral intentions.  
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Chapter 1 
INTRODUCTION 
Background 
Customers are looking for better service quality within hotels which can meet their 
expectations. At the same time, consumer demand is a driving force leading to hotel 
facility improvement and service advancement. Given the intensified hotel 
competitiveness, the most important mission is to measure customers’ perceived service 
quality, which has been generally accepted to have positive implications for improving 
service performance and competitiveness (Harrington & Akehurst, 1996). Previous 
research has consistently confirmed the positive relationship between service quality, 
customer satisfaction, and customers’ future behavioral intentions, which can be 
represented by positive word-of-mouth, revisiting intention, and/or recommendation to 
others (e.g. Baker & Crompton, 2000; Lee, Graefe, & Burns, 2004; Ryu & Han, 2010). 
Consequently, both service quality and satisfaction have been applied as indicators in 
predicting customers’ future behavioral intentions (Lee et al., 2004). Therefore, 
investigating customers’ perceived service quality and demonstrating the extent of 
success a hotel achieves is valuable for hotel management. 
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From the perspective of the hotel management, understanding the customers’ 
expectation toward hotel services is the key component in enhancing customers’ 
perceived service quality (Parasuraman, Berry, & Zeithaml, 1991). To date, more and 
more “wow” services have emerged in the hotel industry to meet different customers’ 
unique needs. For instance, the Hyatt Place redefined “guest experience” to include the 
Hyatt Plug Panel which allows guests to easily integrate laptops and other electronic 
devices such as DVD players, portable games systems and MP3 players directly into a 
room's HDTV (Hyatt, 2012). Likewise, the Westin Hotels now provide the New Balance 
sports apparel and shoes with brand new socks for customers who want to maintain a 
daily exercise routine when traveling (Westin, 2012). These “wow” services seem to be 
closer to customers’ desires and thus allow customers to have more fun when staying 
with a hotel. 
Research Purposes 
Although many people are impressed by “wow” services or feel amazed when they 
first hear about them, a number of these services, without being measured against 
customers’ needs, serve only the effect of amazement. Therefore, this research 
concentrates on providing a tangible concept while measuring customers’ needs and 
expectations. In lieu of a single expectation standard, researchers argue that 
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multiple-expectation standards may be appropriate to evaluate service quality (Boulding, 
Kalra, Staelin, & Zeithaml, 1993; Miller, 1977; Prakash, 1984; Walker & Baker, 2000; 
Zeithaml, Berry, & Parasuraman, 1993). These multiple-expectation standards, consisting 
of the expectations-as-predictions, the expectations-as-ideal, and the comparative 
expectations (Prakash, 1984; Zeithaml et al., 1993), represent customers’ expectation at 
different levels of magnitude. These expectation standards can also be influenced by 
service itself, customers’ previous experiences, and personal consumer characteristics 
(Zeithaml et al., 1993). As a result, the customers’ ZOT was developed to measure 
customers’ expectation toward services applying the multiple-expectation standard 
instead of a single expectation standard (Parasuraman et al., 1991). The ZOT is a specific 
range within customers’ expectation formed by customers’ desired service and adequate 
service. If customers’ perceived service quality falls into this range, the outcome is 
interpreted that customers are satisfied with the service quality. The advantages of the 
ZOT include providing information on not only customers’ perceived service quality, but 
also the discrepancy between the desired and the actual services provided. 
Although the ZOT is frequently applied to test customers’ expectation, some 
researchers either did not use the ZOT’s five dimensions to conduct their studies or failed 
to prove the appropriation of the five dimensions including tangibles, reliability, 
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responsiveness, assurance, and empathy (e.g., Campos & Nóbrega, 2009; Nadiri & 
Hussain, 2005). As a result, the present study applies the three-factor structure for 
satisfaction to examine customers’ expectation and perceived service quality instead of 
the original five dimensions of the ZOT. Comprising basic factors, performance factors, 
and excitement factors, the three-factor structure depends on the different levels of 
importance to distinguish different services, which reflects the same feature of the ZOT. 
These theoretical concepts will be explicitly explained in the literature review. In other 
words, this research applies the three-factor structure to index different hotel services via 
the different characteristics of these services to evaluate customers’ expectation and 
perceived service quality. 
Aiming to investigate the difference between customers’ expectation and perceived 
service quality toward hotel services and then to explore the relationship between service 
quality, satisfaction, and future behavioral intentions, the present study focuses on the 
services provided by the Hotel Royal Chiao Hsi Spa, a member of the Small Luxury 
Hotels of the World (SLH), in Taiwan. The hotel is located in the Jiaoxi township, which 
is one of the most popular hot spring destinations in Taiwan. The Hotel Royal Chiao Hsi 
Spa is a five-star hotel providing high-end services especially incorporating the special 
cultural and natural elements into the hotel design and hotel services to serve its 
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customers. The particular services make the hotel different from the traditional hotel 
services which only focus on accommodation and food and beverage aspects.  
Based on the Hotel Royal Chiao Hsi Spa’s unique services, the purposes of this 
research are: 
1. To measure customers’ expectations toward the services under the three categories in 
terms of basic factors, performance factors, and excitement factors. 
2. To reveal service quality by comparing customers’ expectations and their perceived 
service performance. 
3. To explore the interrelationship between customers’ perceived service quality, 
satisfaction, and customers’ future behavioral intentions. 
Contribution of the Research 
This research mainly focuses on understanding customers’ expectation, perceived 
service quality, satisfaction, and future behavioral intentions toward the services provided 
by the Hotel Royal Chiao Hsi Spa. Therefore, the first contribution of this study is 
providing proper research results and possible managerial suggestions to the Hotel Royal 
Chaio Hsi Spa as well as suggesting relevant information to the other hotels sharing the 
same target segment of the market when seeking to better understand their customers’ 
desires.  
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Several previous research studies have failed to prove the appropriation of the five 
dimensions of the ZOT (e.g., Campos & Nóbrega, 2009; Nadiri & Hussain, 2005). As a 
result, this study adapts the three-factor structure regarding the different services, which 
is substituted for the previous five dimensions of the ZOT. Focusing on the level of 
“essentialness” of the hotel services, this study only indexes the hotel services into three 
categories instead of the five dimensions. The second contribution of the present study is 
that it gives this alternative to conduct a ZOT-related research, especially in the hotel 
industry in terms of the three-factor structure for satisfaction. 
Justification of the Research 
The Hotel Royal Chiao Hsi Spa was established in 2005 and has served its 
customers to the present day. The hotel has experienced several high and low seasons, 
and now it has many repeat customers. The present study assumes that it is an appropriate 
time to examine customers’ perceptions of service quality, satisfaction, and future 
behavioral intentions through customers’ perspective, as well as to explore customers’ 
expectations in order to obtain clues for providing favorable services. In addition, this 
research aims at applying a quantitative research method to present its research results 
tangibly, making it advantageous for the Hotel Royal Chiao Hsi Spa to take the research 
results as references.  
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Only focusing on the Hotel Royal Chiao Hsi Spa and its services, this research is 
more like a case study. Research findings are appropriate and could be applied to hotel 
services or hospitality-related services; however, the researcher does not suggest that 
service practitioners out of the hospitality industry should necessarily take the findings of 
this research as references.  
Definition of Terms 
The following terms were used in this study: 
Minimum or Adequate Level of Expectation: One of the multiple-expectation 
standards, it is also called the expectations-as-predictions standard (Zeithaml et al., 1993). 
In other words, adequate service is the minimum service a company can provide and still 
hope to meet customer’s basic needs (Zeithaml, Berry, & Parasuraman, 1996). 
Desired Level of Expectation: Another multiple-expectation standard, it is also 
called the expectations-as-ideal standard (Zeithaml et al., 1993). That is, it refers to the 
service level the customers hope to receive and that the hotel should provide. 
Service Quality: The gap between customers’ expectations and their perceptions of 
service performance. Traditionally it refers to the gap between the desired level of 
expectation and the perceived service performance (Parasuraman, Zeithaml, & Berry, 
1985). To date, more and more researchers suggest applying the multiple-expectation 
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standards to measure the gaps between expectation and perceived service performance 
(Nadiri & Hussain, 2005; Parasuraman et al., 1991; Zeithaml et al., 1993). 
The Zone of Tolerance (ZOT): It means the range of customers’ service 
expectations. The boundaries of the range are set to desired service at the top, and 
adequate service at the bottom (Parasuraman et al., 1991). When the delivered service 
falls in the tolerance zone, customers will feel satisfied. Moreover, customers will feel 
the service as surprisingly good when the service exceeds their desired service. On the 
other hand, if the service falls below their adequate service, customers will feel frustrated, 
dissatisfied, and even look for other service alternatives (Parasuraman, 2004; Zeithaml, 
Bitner, & Gremler, 2009). 
Three-Factor Structure for Satisfaction: The basic service factors are the ones that 
customers understand as being guaranteed by a hotel with no request needed. If not 
fulfilled, the basic factors generate a high level of customer dissatisfaction although the 
basic factors do not increase any satisfaction if they are fulfilled. The performance 
service factors are those increasing satisfaction levels if they are fulfilled, but the 
satisfaction levels decrease if these factors are not fulfilled. The excitement factors are 
rated as less important and totally or partially unexpected, so these factors greatly 
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increase consumers’ satisfaction if they are fulfilled. However, these excitement factors 
do not result in dissatisfaction if they are not fulfilled (Matzler & Sauerwein, 2002). 
Satisfaction: When customers compare the perception of a service with their 
expectations after experiencing the service, the outcome is customer satisfaction (Oliver, 
1980). Walker and Baker (2000) stated that if perceived service performance exceeds 
expectation, this is satisfaction. On the other hand, if expectation exceeds perceived 
service performance, this can generate dissatisfaction. 
Future Behavioral Intention: Future behavioral intentions are indicators of whether 
or not a customer will return to a service provider (Baker & Crompton, 2000).In order to 
explore the relationship between satisfaction and behavioral intentions, word-of-mouth 
behavior and intention to revisit were frequently applied as indicators in predicting future 
behavioral intentions (Lee at al., 2004; Severt, Wang, Chen, & Breiter, 2007). 
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Chapter 2 
LITERATURE REVIEW 
Introduction 
In this chapter, the purpose is to elaborately explain all the theoretical concepts 
included in this research through a multiple-perspective review of relevant literature. The 
theoretical concepts are clarified by the order of service quality, the zone of tolerance, the 
three-factor structure for satisfaction, satisfaction, and future behavioral intention. 
Informed by the literature review, the research hypotheses are stated at the end of this 
chapter. 
Service Quality 
Service quality is the price of entry into a market in which the hotel chooses to 
compete (Harrington & Akehurst, 1996). Parasuraman et al. (1985) first established the 
SERVQUAL performance expectation gap model to clarify the relationship between 
customers’ expectation and perceived service performance. The SERVQUAL model is 
mainly aimed at testing service quality through the following five dimensions 
(Parasuraman, Zeithaml, & Berry, 1988): 
(1) Tangibles: Physical facilities, equipment, and appearance of personnel 
(2) Reliability: Ability to perform the promised service dependably and accurately 
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(3) Responsiveness: Willingness to help customers and provide prompt service 
(4) Assurance: Knowledge and courtesy of employees and their ability to inspire   
trust and confidence 
(5) Empathy: Caring, individualized attention the firm provides its customers 
     The SERVQUAL gap model provides a tangible measurement for the service 
industry in how to evaluate customers’ perceived service quality. Wong, Dean, and 
White’s (1999) research refined the existing SERVQUAL scale and developed the 
HOLSERV instrument specifically for measuring hotel service quality. In their research, 
the original 22-item scale of the SERVQUAL has been modified and expanded to a 
27-item scale for the HOLSERV instrument. Their findings not only support the tangibles 
and reliability dimensions of the SERVQUAL model, but also confirm the employee’s 
dimension, which is newly-established and supported in the HOLSERV instrument. After 
adjusting the dimensions, the research affirms that the HOLSERV instrument is reliable 
for the hotel industry to measure customers’ perceived service quality.  
     Furthermore, Cronin and Taylor (1992) applied the SERVQUAL model to develop 
a new instrument named the SERVPERF scale, which is a performance-based instrument 
instead of a gap-based measuring instrument. In other words, this instrument only 
evaluates customers’ perceived service performance to indicate service quality without 
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comparing customers’ perceived service performance with their expectations. In their 
research, the results indicated the failure of the five dimensions of the SERVQUAL.  
     In SERVQUAL model, customers’ expectation is generally evaluated by a single 
expectation standard (Parasuraman, Berry, & Zeithaml, 1993). Given an improved 
measuring approach, the ZOT adopts the multiple-expectation standards as more accurate 
criteria to investigate service quality.  
The Zone of Tolerance 
     The developers of the SERVQUAL then introduced the ZOT, which also applied 
the same five dimensions of service focusing on customers’ expectation (Parasuraman et 
al., 1991). Traditionally, researchers focused on desired expectation as the only 
comparison standard to measure the gap between expectation and service quality 
(Parasuraman et al., 1985; Walker & Baker, 2000; Zeithaml et al., 1993). However, more 
and more researchers suggested using the multiple-expectation standards as a more 
comprehensive measurement (Boulding et al., 1993; Walker & Baker, 2000; Zeithaml et 
al., 1993). The first standard of the multiple-expectation is the probabilities of 
performance, which can be objectively evaluated by consumers regarding their 
expectations when engaging in some service-related behavior (Miller, 1977; Oliver, 
1981). This standard had been nominated as "predictive expectations" by Prakash (1984), 
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and later Zeithaml et al. (1993) called this the "expectations-as-predictions standard." 
Second, Miller (1977) defined the “wished for” level of performance as "ideal 
expectations." Prakash (1984) named this standard "normative expectations," and 
Zeithaml et al. (1993) called this the "expectations-as-ideal standard." Finally, Woodruff, 
Cadotte, and Jenkins (1983) proposed a comparative standard of expectations which 
emphasizes that focal brand expectations are the result of the decision to use the brand, 
while the decisions may vary due to a customer’s broader experience within a product 
class. Prakash (1984) called this standard "comparative expectations," and Zeithaml et al. 
(1993) indexed this into "other expectation standards." 
     Based on the multiple-expectation standards, the ZOT means the range of 
customers’ service expectations, and the boundaries of the range are set to desired service 
as the top and adequate service as the bottom (Parasuraman et al., 1991). Figure 1 
illustrates the concept of the ZOT. The authors of the ZOT later gave more explicit 
definitions for both desired and adequate services (Zeithaml et al., 1996): 
  The first level is desired service, which is the level of service the customer hopes to 
receive, consisting of a blend of what the customer believes can and should be 
delivered. The second, lower level of expectation is adequate service, which is the 
level of service the customer will accept. Adequate service is the minimum service 
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a company can provide and still hope to meet customer’s basic needs. (p.35) 
 
Figure 1. Zone of Tolerance 
Source: Adapted from Zeithaml et al., (1993) 
Parasuraman (2004) stated that when the delivered service falls in the tolerance 
zone, customers will feel satisfied. Moreover, they will feel the service as surprisingly 
good when they perceive that the service exceeds their desired service. On the other hand, 
if the perceived service falls below their adequate service, customers will feel frustrated, 
dissatisfied, and even look for other service alternatives (Parasuraman, 2004; Zeithaml et 
al., 2009). Adopting the context of the SERVQUAL gap model to find the gap between 
customers’ service expectation and perception, the goal of the ZOT is to explore the 
critical range within customers’ expectation as a criterion to measure customers’ 
perceived service quality. In addition, assessment of desired and adequate expectations is 
not only valuable in monitoring service performance and satisfaction, but also as an 
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internal benchmark to enhance the existing level of service quality (Nadiri & Hussain, 
2005). 
Following the confirmed value of the multiple-expectation standards, the 
measurements of service quality become various but tangible. Traditionally, service 
quality is defined as the discrepancy between desired expectation and perceived service 
performance (Parasuraman et al., 1985). Now that desired and adequate levels have been 
shown to exist in customers’ service expectation, the measurements of service quality 
should also apply the new standards. As a result, two measurements of service quality 
were proposed: perceived service superiority and perceived service adequacy (Zeithaml 
et al., 1993). The perceived service superiority is the gap between desired level of 
expectation and perceived service performance. Meanwhile, the perceived service 
adequacy is the gap between adequate level of expectation and perceived service 
performance. Applying these two standards to measure hotel customers’ perceived 
service quality, Nadiri and Hussain (2005) simply called these two standards 
measurement of service superiority (MSS) and measurement of service adequacy (MSA). 
In Figure 1, the predicted service is related to both adequate service and customer 
satisfaction. Customer satisfaction is the outcome of comparing a customers’ perceived 
service performance with his/her expectation after experiencing a service (Oliver, 1980). 
 16 
 
 
 
 
In the customer satisfaction paradigm, the compared expectation is the predicted service 
level, which means what a customer anticipates will occur (Bolton & Drew, 1991; Oliver, 
1993; Walker & Baker, 2000; Zeithaml et al., 1993). Zeithaml et al. (1993) argued that 
predicted service plays a direct role in satisfaction, while it only plays an indirect role in 
service quality by only affecting adequate level of expectation. However, they assumed 
when customers anticipate good service, their adequate level of expectation tends to be 
higher comparing if customers predict poor service (Zeithaml et al., 1993). Therefore, 
they proposed the higher the level of predicted service, the higher the level of adequate 
service and the narrower the zone of tolerance. Furthermore, Zeithaml et al. (1993) 
categorized one internal factor and three external factors affecting both desired and 
predicted service. The internal factor is customers’ past experience, and the three external 
factors include explicit service promises, implicit service promises, and word-of-mouth 
communications. Specifically, examples of explicit service promises include advertising 
and contracts, while implicit promises could be price. When desired and adequate levels 
of service expectation changed, the zone of tolerance changed as well. 
Parasuraman et al. (1991) argued that the ZOT varies from customer to customer 
and even from one situation to the next for the same customer. Customers view the 
services under the reliability dimension as the service core, so they tend to have higher 
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expectations for these services. Therefore, the ZOT for service reliability tends to be 
smaller, and the desired and adequate service levels tend to be higher. Zeithaml et al. 
(2009) also stated that when customers perceive the services are more important, the 
tolerance zone will be narrower, and the expectations toward both of the desired and 
adequate services become higher. In order to test the ZOT framework, Walker and Baker 
(2000) conducted a research study to examine whether or not the width of customers’ 
tolerance zone varies based on essential versus less-essential service quality components 
via the health club services. Their findings indicated that the ZOT is significantly 
narrower for more essential service components such as assurance and reliability 
dimensions. Figure 2 illustrates the relationship between importance and expectations 
toward services. 
 
 
Figure 2. Relation between Importance and Expectations 
Source: Adapted from Zeithaml & Bitner (as cited in Campos & Nóbrega, 2009) 
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Campos and Nóbrega (2009) applied the similar concept to test customers’ 
evaluation of the services provided by fast food restaurants in a shopping center, the 
findings of which support the hypotheses of the ZOT framework. In other words, the 
concept in Figure 2 is supported by Campos and Nóbrega’s (2009) research that the 
width of the tolerance zone becomes narrower for more important attributes, and the 
height of the tolerance zone becomes higher simultaneously. 
The ZOT has been confirmed as a reliable measurement regarding customers’ 
expectation. The findings of Walker and Baker (2000) support the theoretical framework 
of the ZOT confirming that the ZOT with its multiple expectation standards offers service 
marketers a better concept to reallocate their resource than the traditional SERVQUAL 
model. Additionally, Teas and DeCarlo (2004) claimed that further theoretical research 
on the ZOT model is warranted since the model has diagnostic value. Finally, the 
conceptual model named “HOTELZOT” was presented by Nadiri and Hussain (2005) to 
test hotel services, and the results indicated the HOTELZOT instrument was valuable and 
reliable because the findings revealed that the customers held different standards of 
expectation toward desired and adequate services. 
Although the ZOT is reliable in measuring customers’ expectation, it seems to have 
deficiencies in the five dimensions. Nadiri and Hussain (2005) concluded that the 
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HOTELZOT instrument actually failed to form the five assumed dimensions but instead 
formed only two dimensions – tangibles and intangibles. In addition, Campos and 
Nóbrega (2009) summed up previous research and found only half of them applied the 
five dimensions to conduct their questionnaire. Therefore, the present study focuses on 
whether or not customers’ tolerance zones vary when customers perceive the different 
levels of importance to the different services by applying the three-factor structure for 
satisfaction to identify the hotel services. 
The Three-Factor Structure for Satisfaction 
The three-factor structure for the service satisfaction was proposed through two 
importance dimensions, consisting of explicit importance and implicit importance. The 
explicit importance refers to customers’ self-stated importance they assign to services, 
and the implicit importance means services’ correlation with an external criterion such as 
overall satisfaction (Vavra, 1997). In the importance dimensions, the mean importance 
scores for service attributes are depicted along the explicit importance based on 
customers’ self assessment; meanwhile, implicit importance scores are derived at the 
implicit importance by regressing or correlating the partial satisfaction with the service 
attributes against a measure of total satisfaction (Fuchs & Weiermair, 2004). In other 
words, a customer generates an explicit importance score by evaluating how satisfied 
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he/she feels about a service attribute, and then the implicit importance score is obtained 
by correlating the customer perceived satisfaction of this service attribute against the 
overall satisfaction. Services with low implicit and high explicit importance are identified 
as basic factors, services with high explicit and high implicit importance or low explicit 
and low implicit importance are considered as performance factors, and services with low 
explicit and high implicit importance are excitement factors (Vavra, 1997). 
The three-factor theory did not consistently connect to customer satisfaction until 
recently (Anderson, Fornell, & mazvancheryl, 2004; Füller & Matzler, 2008; Matzler & 
Sauerwein, 2002). Before Vavra (1997) proposed the three-factor structure for 
satisfaction through the two importance dimensions, Johnston (1995) found satisfiers and 
dissatisfiers to overall satisfaction, which can be seen as antecedents of the three-factor 
structure for satisfaction. 
Matzler and Sauerwein (2002) gave more specific definitions for the following 
three factors regarding hotel services. First, the basic service factors are those that 
customers understand as being guaranteed by a hotel with no request needed. If not 
fulfilled, the basic service factors generate a high level of customer dissatisfaction, 
although the basic service factors do not increase any satisfaction if they are fulfilled. 
Basic factors, such as cleanliness of hotel rooms, are generally considered as the most 
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important by customers, so they determine a minimum requirement for penetrating a 
market. According to Johnston (1995), dissatisfiers are equal to the basic factors referring 
to those service attributes which are important to service quality but do not directly 
generate an effect on satisfaction. Applied to the importance grid, the service attributes 
known as dissatisfiers are rated very high in terms of explicit importance by customers, 
even though these service attributes have very little influence on total satisfaction (Fuchs 
& Weiermair, 2004). Furthermore, Füller and Matzler (2008) argued that an increase in 
service performance of basic factors does not result in increasing customer satisfaction. 
Second, the performance service factors are those increasing satisfaction levels if 
they are fulfilled, while satisfaction levels decrease if these factors are not fulfilled. The 
effect of the performance service factors on overall satisfaction is symmetrical. For 
example, customers may feel satisfied if a hotel staff provides prompt assistance to 
customers’ special requests; conversely, satisfaction decreases when assistance is not 
provided to accommodate customers’ special requests. These service factors are designed 
to meet consumers’ needs and desires, and a hotel has to offer the performance service 
factors competitively.  
Third, the excitement factors are rated as less important and totally or partially 
unexpected, so these factors greatly increase consumers’ satisfaction if they are fulfilled. 
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However, these excitement factors do not result in dissatisfaction if they are not fulfilled. 
Moreover, the excitement factors are equal to satisfiers of service quality, and the higher 
service performance has a higher effect on customer satisfaction (Füller & Matzler, 2008; 
Johnston, 1995). In the importance grid, the service attributes known as satisfiers tend to 
obtain very low explicit importance scores, however, they show a very high influence on 
total satisfaction scores (Fuchs & Weiermair, 2004). A hotel must try to rise above its 
rivals in these aspects. For instance, local cultural performances may greatly increase 
customers’ satisfaction, but it will not decrease customers’ satisfaction if a hotel does not 
provide local cultural performances. 
Accordingly, this study follows the context of the three-factor structure to index the 
hotel services into three categories based on the different characteristics of the services. 
Satisfaction 
Most researchers argue that service quality and satisfaction are different (e.g., 
Bitner, 1990; Boulding et al., 1993; Oliver, 1993; Parasuraman et al., 1988; Rust & 
Oliver, 1994; Walker & Baker, 2000). Service quality is the gap between expectation and 
perception (Parasuraman et al., 1988), and more specifically it can be measured by 
perceived service superiority (the gap between desired service and perceived service 
performance) and perceived service adequacy (the gap between adequate service and 
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perceived service performance) (Zeithaml et al., 1993). On the other hand, when 
customers compare the perception of a service with their expectation after experiencing 
the service, the outcome is customer satisfaction (Oliver, 1980). In customer satisfaction, 
the compared expectation actually refers to the predicted service level (Bolton & Drew, 
1991; Oliver, 1993; Walker & Baker, 2000; Zeithaml et al., 1993). When perceived 
service performance exceeds expectation, this is satisfaction (Walker & Baker, 2000, 
p.413). On the other hand, if expectation exceeds perceived service performance, this can 
generate dissatisfaction. Even though the definitions of service quality and satisfaction 
are so similar, Rust and Oliver (1994) noted that service quality is subordinate to 
satisfaction and some factors such as emotions and mood are more related to satisfaction 
than service quality. Lee et al. (2004) believed that satisfaction is a highly subjective 
variable compared service quality, and then they explained the difference between service 
quality and satisfaction from national forest visitors’ perspective: 
Service quality in a national forest setting can be evaluated by attention to toilet 
cleanliness and campground shower facilities. However, satisfaction in a forest 
setting could be influenced by weather, water levels, social group interactions, as 
well as quality of services provided. (p.74)     
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It has been argued that service quality is an antecedent of satisfaction or 
satisfaction is an antecedent of service quality. Bitner (1990) pointed out that satisfaction 
is an antecedent of service quality in a service encounter evaluation model. However, 
more researchers tend to support the positive effect of perceived service quality on 
customer satisfaction (Cronin & Taylor, 1992; Lee et al., 2004; Ryu & Han, 2010). 
Cronin and Taylor (1992) found that service quality is an antecedent of satisfaction while 
satisfaction is not a significant indicator of service quality. Lee et al. (2004) tested both 
service quality-satisfaction-behavioral intention model and satisfaction-service 
quality-behavioral intention model, and the results support the first model indicating 
service quality is an antecedent of satisfaction. Furthermore, they revealed that 
satisfaction is a mediator between service quality and behavioral intentions. In addition, 
Ryu and Han (2010) also found service quality to be a significant predictor of customer 
satisfaction in their restaurant industry research. In conclusion, satisfaction is more 
related to consumer psychology than to service quality; however, service quality is 
considered as an antecedent of satisfaction. 
Future Behavioral Intention 
Future behavioral intentions are indicators of whether or not a customer will return 
to a service provider (Baker & Crompton, 2000). In addition, favorable behavioral 
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intentions usually represent customer loyalty (Chen & Chen, 2010). For research related 
to service quality and satisfaction, positive word-of-mouth, revisiting intention, and/or 
recommendation to others are commonly applied as indicators of predicting customers’ 
future behavioral intentions (Antón, Camarero, & Carrero, 2007; Bell, Auh, & Smalley, 
2005; Getty & Thompson, 1994). Furthermore, it has been suggested that word-of-mouth 
has positive effect on customer satisfaction and loyalty (Swan & Oliver, 1989) leading to 
intention to revisit (Davidow, 2003). Based on the above findings, the present research 
also aims to focus on these indicators--positive word-of-mouth, revisiting intention, 
and/or recommendation to others--to test the relationship between service quality, 
customer satisfaction, and future behavioral intentions. 
The relationships between service quality, satisfaction, and behavioral intentions 
are highly correlated. Service quality and satisfaction are commonly used as indicators to 
measure how successful the service providers are in terms of the recreation tourism field 
and the hospitality fields. For example, Lee et al. (2004) confirmed the positive 
relationship between service quality, satisfaction, and future behavioral intentions in their 
nature-based tourism-related research. Further, Ryu and Han (2010) also found similar 
results in their restaurant services-related research. However, some researchers stated that 
the relationship between service quality and behavioral intentions was significantly 
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mediated by satisfaction (e.g. Baker & Crompton, 2000; Lee et al., 2004). Baker and 
Crompton (2000) further noted that both service quality and satisfaction should be 
assessed in measuring behavioral intentions even when service quality had a greater 
effect on behavioral intentions than satisfaction did. On the other hand, much research 
has generated the opposite results. For instance, Cronin and Taylor (1992) reported the 
results that satisfaction had more effect on future behavioral intentions than service 
quality. Moreover, satisfaction was confirmed again, which explains more variance in 
future behavioral intentions than service quality (Lee et al., 2004). In conclusion, no 
matter the degree of which indicators affected more on future behavioral intentions, 
researchers agree that both service quality and satisfaction should be included in a model 
to predict customers’ future behavioral intentions. 
To synthesize the above concepts, the hypotheses of this study are: 
H1: Customers’ desired level of expectation and minimum level of expectation are 
different 
H2: Customers’ tolerance zones toward basic, performance, and excitement hotel 
services are different  
H2a: Customers’ tolerance zones toward basic hotel services have highest zone 
height and narrowest zone width 
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H2b: Customers’ tolerance zones toward performance hotel services have lower 
zone height and wider zone width than basic services 
H2c: Customers’ tolerance zones toward excitement hotel services have lowest 
zone height and widest zone width  
H3: Customers’ perceived levels of essentialness toward basic, performance, and 
excitement hotel services are different  
H4: Customers with higher perceived service quality reflect higher total 
satisfaction and future behavioral intentions 
H5: Satisfaction is a mediator between service quality and future behavioral 
intentions 
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Chapter 3 
RESEARCH METHODS 
Introduction 
The exempt status of this quantitative research is granted by the Institutional 
Review Board (IRB) for working with human subjects (see Appendix B). Data collection 
is anonymous, and the subjects’ personal information will not be disclosed for any other 
purposes than academic research. This chapter presents the process of data collection and 
the design of the research instrument. Furthermore, the results of the factor analyses and 
the final variable setting for data analyses are also discussed. 
Sample and Data Collection 
The data was collected from the Hotel Royal Chiao Hsi Spa, a member of the 
Small Luxury Hotels of the World (SLH), in Taiwan. The Hotel Royal Chiao Hsi Spa 
was opened in 2005 and now represents a high-end Japanese-style hot spring hotel 
providing high-end services in Yilan County. Geographically, Yilan County is right next 
to Taipei, the capital of Taiwan, but the transportation between Taipei County and Yilan 
County was blocked by the Hsuehshan mountain range. Following the opening of the 
Hseuhshan Tunnel in 2006, the commuting time has been reduced from two hours to fifty 
minutes between Taipei County and Yilan County. This tunnel makes Yilan County a 
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new choice of tourism destination for residents in the greater Taipei area, and it also 
stimulates the tourism market in Yilan County simultaneously.  
In addition to providing high-end services to customers, the Hotel Royal Chiao Hsi 
makes environmental sustainability a priority in its day-to-day operations. Approximately 
80% of the employees in the hotel are local residents, and a part of seasonal food offered 
by the hotel restaurants are from local farms. This endeavor not only presents local food 
culture but also reduces pollution from transportation. Recently, the hotel was elected to 
be one of the top green brands in Taiwan due to its effort of implementing green 
initiatives and encouraging its customers to share in the effort together (Chao, 2012). 
The population of this study consisted of customers who stayed overnight in the 
Hotel Royal Chiao Hsi Spa. The Hotel Royal Chiao Hsi Spa agreed to support the on-site 
survey, thus the researcher stayed at the hotel from June 11th to June 30th, 2012 for data 
collection. The hotel allowed the researcher to join the Guest Relationship Officers to 
serve the customers. One of the unique services of the hotel is that Guest Relationship 
Officers escort their customers to their rooms after checking in at the front desk. Guest 
Relationship Officers also provide a room and recreation facilities introduction and a 
Japanese tea service in each room. Accordingly, while escorting the customers, the 
researcher and the Guest Relationship Officers distributed the surveys with a brief 
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explanation after the tea service. Furthermore, the surveys were randomly distributed, so 
each individual had an equal probability of being selected from the population. In order 
to elicit customers’ perceptions on the service quality, customers were encouraged to 
complete the surveys after their stay in the hotel and then return the surveys at the front 
desk when checking out.  
A total of 400 questionnaires with cover letters were distributed to the guests of the 
Hotel Royal Chiao Hsi Spa from June 11th to June 30th, 2012. Overall, 182 of 250 
returned completed surveys, representing a response rate of 46 %. Table 1 shows the 
demographical profile of the survey respondents. The respondents were distributed quite 
equally in gender, representing 57 % being females and 43 % males. The major age 
group of the respondents was between 30 to 39 years old, comprising 38 % of the total 
sample, followed by 26 % of 40-49 year-olds, and 19 % of 20-29 year-olds. In residential 
aspect, only 15 respondents were from other countries such as the U.S., Canada, 
Australia, and China (including Hong Kong and Macao), while the majority were from 
northern Taiwan comprising 79 %. In terms of monthly income, 24 % of respondents 
were in the range of NT$40,001-60,000 (around $ 1,333-2,000), followed by 21 % of 
over NT$100,001 ($3,333) and 19 % of NT$20,001-40,000 ($666-1,333). For 63 % of 
the total respondents, this was their first time of visiting the Hotel Royal Chiao Hsi Spa. 
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Finally, 78 % of the respondents spent one night with the hotel, and 20 % of the 
respondents spent two nights.  
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Table 1 
Profile of Respondents 
Demographics Frequency Percentage 
Gender   
  Male 79 43.4 
  Female 103 56.6 
Age   
  Below 20 6 3.3 
  20-29 34 18.7 
  30-39 69 37.9 
  40-49 48 26.4 
  50-59 18 9.9 
  60 or more 7 3.8 
Residency   
  Northern Taiwan 144 79.1 
  Southern Taiwan 9 4.9 
  Eastern Taiwan 2 1.1 
  Central Taiwan 12 6.6 
  International (Australia, Canada, 
China ) 15 8.2 
Monthly Income   
  Below NT$20,000 ($666) 14 7.7 
  NT$20,001-40,000 ($666-1,333) 35 19.2 
  NT$40,001-60,000 ($1,333-2,000) 44 24.2 
  NT$60,001-80,000 ($2,000-2,666) 30 16.5 
  NT$80,001-100,000 ($2,666-3,333) 21 11.5 
  NT$100,001 or more ($3,333) 38 20.9 
Accommodation History   
  First time customer 114 62.6 
  Repeat customer 68 37.4 
Length of Stay   
  1 night 142 78 
  2 nights 37 20.3 
3 nights or more 3 1.6 
Note. N=182 
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Variables and Measurement 
The measurement scales were developed through a combination of an in-depth 
literature review and based on the unique services of the Hotel Royal Chiao Hsi Spa. 
Adopting the SERVQUAL scale from Parasuraman et al. (1991), Nadiri and Hussain 
(2005) developed the HOTELZOT instrument including 22 hotel services related items 
under the five dimensions. This research is based on the 22 services of the HOTELZOT 
instrument and the Hotel Royal Chaio Hsi Spa’s unique services to establish the 
measurement scales. 
The Hotel Royal Chiao Hsi Spa applies a Japanese inclusive package which 
includes at least accommodation, dinner, breakfast, and unlimited use of recreation 
facilities to serve the customers. Based on the three-factor structure for satisfaction in 
terms of basic factor, performance factor, and excitement factor, the services provided by 
the Hotel Royal Chiao Hsi Spa are indexed in Table 2. The 16 items below were 
conducted to examine customers’ diverse expectations, as well as the level of 
essentialness and customers’ perceived service performance toward the hotel services.  
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Table 2 
The Three-Factor Structure for Satisfaction – Hotel Royal Chiao Hsi Spa 
Factors Definitions Services 
Basic  
factors 
Customers see these factors as being 
guaranteed by the hotel with no 
request needed. If these factors are 
not fulfilled, the factors generate a 
high level of customer 
dissatisfaction although these factors 
do not increase any satisfaction if 
they are fulfilled. 
 Cleanliness of guest rooms 
 Cleanliness of public area 
 Maintenance of hotel appearance 
and facilities 
 Atmosphere of hotel restaurants 
 Well-designed garage parking 
 Professionalism of hotel staff 
Performance 
factors 
Performance factors are those that 
increase satisfaction levels if they 
are fulfilled and reduce satisfaction 
levels if not. These factors are 
designed to meet consumers’ needs 
and desires, and the hotel has to 
offer these factors competitively. 
 Design of outdoor smoking area 
 Quality of food in hotel 
restaurants 
 Responsiveness to customers’ 
special requests 
 Accessibility of information 
about local transportation 
 Accessibility of information 
about local attractions 
 Variety of recreation facilities 
Excitement 
factors 
Excitement factors are factors that 
increase consumer satisfaction if 
they are fulfilled but do not result in 
dissatisfaction if not. The hotel must 
try to rise above its rivals in these 
aspects. 
 Efforts to green initiatives 
 Use of local seasonal food by 
hotel restaurants 
 Local cultural performance 
 Special amenities provided in 
guest rooms 
For satisfaction, it is common to measure satisfaction in the surveys through 
overall satisfaction and value for money (Graefe & Fedler, 1986; Lee et al., 2004). As a 
result, this study investigates customer satisfaction by examining three items: customers’ 
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overall satisfaction, value of the price customers paid, and the level of satisfaction 
compared to customers’ satisfaction with other similar hotels. 
When examining the relationship between satisfaction and behavioral intention, 
word-of-mouth behavior and intention to revisit were frequently applied as indicators in 
predicting future behavioral intention (Lee at al., 2004; Severt et al., 2007). Three items, 
talking positively about this hotel to others, recommending this hotel to friends or 
relatives, and willingness to visit this hotel again, were adopted to test customers’ future 
behavioral intentions. 
The survey instrument is a three-page questionnaire conducted to examine hotel 
customers’ expectation, perceived service performance, and perceived level of 
essentialness toward the hotel services, as well as customers’ overall satisfaction and 
their future behavioral intention. Sixteen services were selected: questions one to six are 
the services representing basic factors; questions seven to twelve are performance factors; 
and questions thirteen to sixteen belong to excitement factors.  
The first part of the questionnaire aims to examine hotel customers’ expectations 
about the desired and the adequate levels toward the sixteen services. The second part 
adopts the same sixteen services to examine customers’ perceived level of essentialness 
and their actual perceived performance. This is a self-administered questionnaire, and all 
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the questions ask the participants to rank their opinions about the sixteen services on a 
seven point Likert-scale ranging from 1-low to 7-high. In the third part, three questions 
aim to elicit overall satisfaction and three questions related to future behavioral intention 
are included, marked by the range from 1-disagree to 7-agree. Lastly, demographic 
questions regarding gender, age, residential area, monthly income, and customers’ 
accommodation history in the Hotel Royal Chiao Hsi Spa are included. Concerning the 
majority of customers in the Hotel Royal Chiao Hsi Spa are local people, the present 
study provides both English and Mandarin questionnaires (see appendix A). 
Pretest and Procedure 
The pretest and the actual survey were implemented simultaneously since the 
actual survey did not tell the participants about the concept of the three-factor structure 
for satisfaction and how the services had been categorized. However, the purpose of the 
pretest is to index the 16 hotel services into the three-factor structure including basic 
factors, performance factors, and excitement factors based on customers’ perspectives. 
As a result, the hotel manager suggested implementing the pretest on its repeat customers, 
since the pretest needed the participants to spend more time understanding the definitions 
of the three-factor structure for satisfaction before indexing the 16 services. Ultimately, 
20 pretest surveys were completed, and 15 of the 20 surveys were completed by return 
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guests through face-to-face interviews. The results of the pretest were similar to the 
original allocation of the hotel services under basic, performance, and excitement factors. 
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Chapter 4 
DATA ANALYSES AND RESULTS 
Introduction 
Following the context of the hypotheses, the purpose of this chapter is to obtain 
relevant results by appropriately testing the hypotheses. The data analysis applied the 
Statistical Package for Social Sciences (SPSS 20.0) and AMOS 20.0. SPSS was used for 
generating descriptive statistics and for operating exploratory factor analysis, analysis of 
variance (ANOVA), and regression analysis. AMOS was used for confirmatory factor 
analysis. The purpose of the factor analysis was to properly deduce the attributes so that 
the attributes can be represented by the three factors in terms of basic, performance, and 
excitement factors for satisfaction. Additionally, the reliability alpha test was employed 
to measure the consistency of the factor analysis. In order to identify the different zones 
of tolerance in customers’ service expectation, an ANOVA test was used to compare the 
mean differences. Lastly, regression analysis was adopted to test the relationship between 
customers’ perceived service quality, satisfaction, and future behavioral intention. All the 
statistical analyses were conducted at a 0.05 significance level. 
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Exploratory Factor Analyses and Variables 
Both exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) 
were applied in this study. SPSS 20.0 was used for exploratory factor analysis and 
reliability test, and AMOS 20.0 was used for confirmatory factor analysis. Focusing on 
the purpose of this research to explore customers’ diverse expectations toward the hotel 
services, the factor analyses were implemented on the ZOT of customers’ expectations, 
which was formed by subtracting minimum expectations from customers’ desired 
expectations. In exploratory factor analysis, a principal component method was used with 
extraction and varimax rotation in order to obtain lower number of factors. An eigenvalue 
of 1 was applied as the criteria of extraction. Three factors of the ZOT were generated by 
exploratory factor analysis, and 70 % of the total variance was accounted for by the three 
factors. The reliability alpha values of basic, performance, and excitement factors 
were .87, .91, and .83 respectively as shown on Table 3. The three reliability values 
exceeding .70 cut-off were acceptable (Nunnally, 1978).  
 
 
 
 
 40 
 
 
 
 
Table 3 
Measurement Results of Factor Analyses 
 Loading Reliability Variance Explained (%) 
Basic factor  .87 22.91 
Cleanliness .86   
Pcleanliness .65   
Atmosphere .71   
Professionalism .79   
Performance factor  .91 26.05 
Food quality .69   
Request .56   
Transportation .56   
Attraction .57   
Green .65   
Local food .81   
Amenity .66   
Excitement factor  .83 20.54 
Maintenance .63   
Parking .81   
Facility .61   
Performance .58   
Goodness-of-fit indices 
  Chi-square = 191.11 (df = 87), p < .01 
  NFI = .90 
  CFI = .94 
  GFI = .88 
  AGFI = .84 
  RMR = .03 
  RMSEA = .08 
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A confirmatory factor analysis was conducted to support the reliability and validity 
of the construct. As indicated in Table 3, the model generated a chi-square of 191.11 (df 
= 87, p < .01). CFI of .94 and NFI of .90 indicated a good fit of the model. GFI of .88 and 
AGFI of .84 also supported a good model fit. Furthermore, RMR and RMSEA measured 
the badness of the fit. A value smaller than .08 for RMR and .06 for RMSEA indicates a 
good fit (Hu & Benter, 1999). Although the RMSEA of .08 was little larger than the 
suggested value, overall the results of the CFA confirmed the reliability and validity of 
the constructs, indicating that this is an acceptable model.  
For the variables, the first was the basic factor, including four items such as the 
cleanliness of guest rooms, cleanliness of public areas, atmosphere of hotel restaurants, 
and professionalism of hotel staff. The second factor was the performance factor 
consisting of seven items such as quality of food in hotel restaurants, responsiveness to 
customers’ special requests, accessibility of information about local transportation, 
accessibility of information about local attractions, efforts to green initiatives, use of 
local seasonal food by hotel restaurants, and special amenities provided in guest rooms. 
The third factor was the excitement factor comprising four items as follows: maintenance 
of hotel appearance and facilities, well-designed garage parking, variety of recreation 
facilities, and local cultural performance. Eventually, only 15 items were included into 
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the three factors, excluding the item of design of outdoor smoking area, based on the 
reliability tests that indicated a better model without including this item. The possible two 
reasons for unreliability were participants’ inattention to the design and themselves being 
non-smokers. Many participants did not pay attention to the design, which resulted in 
their inability to answer the question. Additionally, some participants stated that the 
smoking area was not important at all since they do not smoke, so they just simply circled 
the lowest rating for their expectation and perceived level of essentialness toward this 
question. Based on the invalid responses, the design of outdoor smoking area was 
discarded from this research. 
Although the result of the factor analysis was somewhat different from the original 
variable setting for the three-factor structure, the researcher decided to follow the context 
of the factor analysis since the result directly reflected the responses of the survey 
participants. Despite there being six items included in the original basic factor, the factor 
analysis indexed only four items, excluding maintenance of hotel appearance and 
facilities and well-designed garage parking. These two items were actually indexed to 
excitement factor, which was comprehensive when the following explanation was given. 
For example, with respect to the maintenance of hotel appearance and facilities, many 
Taiwanese customers do not like to use public hot spring facilities with others, so they 
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tend to enjoy hot spring features in their own rooms. Therefore, customers might not pay 
attention to the maintenance of hotel recreation facilities and once they recognized it, it 
could be regarded as an excitement factor instead of basic factor. The mischaracterization 
of well-designed garage parking as excitement factor could be caused by the respondents’ 
attention to the design instead of the garage parking itself. If the respondents focused on 
the “well-designed” aspect of the garage parking, this item should be indexed to the 
excitement factor. According to the factor analysis, seven service items were included in 
performance factor. Variety of recreation facilities was indexed from the performance 
factor to the excitement factor in the present variable setting. Furthermore, three service 
items were indexed to the performance factor from the original excitement factor, which 
contained efforts to green initiatives, use of local seasonal food by hotel restaurants, and 
special amenities provided in guest rooms. For variety of recreation facilities, customers 
might only focus on the hot spring facilities since this is a Japanese-style hot spring hotel. 
However, this hotel provides not only hot spring related facilities, but also a 
maturely-designed recreation center including facilities such as a gym, table tennis, 
billiards, and children’s playground. Accordingly, customers indexed a variety of 
recreation facilities in the excitement factor. Furthermore, efforts toward green initiatives 
and use of local seasonal food by hotel restaurants were included in performance factor 
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because of the increasing awareness of sustainability, especially for the high-end hotels 
and their customers. As for the special amenities provided in guest rooms, customers 
looked forward to seeing unique Japanese-style amenities since they consider this hotel to 
be an alternative to visiting Japan. This reason made the survey participants index the 
special amenities to thethe performance factor. 
Results of ZOT 
ZOT refers to the range of customers’ service expectations, and the boundaries of 
the range are set to desired service as the top and adequate service as the bottom 
(Parasuraman et al., 1991). When the delivered service falls in the tolerance zone, 
customers will feel satisfied (Parasuraman, 2004). Table 4 presents the means and 
standard deviations of minimum and desired level of the respondents’ expectations as 
well as their perceived service performance. For the 15 services, all the means of the 
respondents’ perceived service performance fell in the zones of tolerance except one 
service item, local cultural performance. However, the perceived performance was even 
higher than the desired level of expectation for the local cultural performance, which 
means that the service performance fell outside of the respondents’ expectations and that 
the respondents were highly satisfied with this service. 
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Table 4 
Means and Standard Deviations of Expectations and Perceived Performance 
 Minimum Level Desired Level Perceived Performance 
 Mean Std. Deviation Mean Std. Deviation Mean Std. Deviation 
Basic factor       
Cleanliness 5.74 1.01 6.76 .43 6.42 .72 
Pcleanliness 5.68 ,92 6.57 .59 6.37 .83 
Atmosphere 5.62 .95 6.54 .58 6.18 .80 
Professionalism 5.82 .94 6.66 .56 6.41 .76 
Performance factor       
Food quality 5.93 .81 6.71 .49 6.15 .87 
Request 5.74 .99 6.52 .69 6.34 .82 
Transportation 5.44 1.11 6.18 .91 5.97 .91 
Attraction 5.38 1.08 6.19 .90 5.99 .93 
Green 5.32 1.14 6.14 .90 5.81 1.03 
Local food 5.50 1.01 6.33 .82 6.16 .83 
Amenity 5.53 1.09 6.37 .83 6.21 .86 
Excitement factor       
Maintenance 5.54 .99 6.49 .65 6.24 .77 
Parking 5.07 1.05 6.04 .89 5.69 .99 
Facility 5.70 .95 6.53 .68 6.20 .87 
Performance 5.03 1.31 5.91 1.15 5.96 1.04 
Note. N=182.  
Figure 3 presents the ZOT for the 15 hotel service attributes, while the top and the 
bottom of the I-beams are the means of respondents’ desired and minimum level of 
expectations. Meanwhile, the middle circles represent the means of respondents’ 
perceived service performance. Most of the respondents’ perceived service performances 
were located within the zones of tolerance, which were close to the desired expectations 
at the top of the I-beams, meaning that the respondents were highly satisfied with these 
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services. The exceptions were food quality in hotel restaurants and local cultural 
performance. The respondents’ perceived service performance toward the food quality in 
hotel restaurants was still within the zone of tolerance; however, it was close to their 
minimum level of expectation at the bottom of the I-beam when compared with the other 
services. In other words, the respondents were not highly satisfied with the restaurants' 
food quality. Another exception was the local cultural performance, which indicates that 
the respondents’ perception of service performance was even higher than the desired 
expectation at the top of the I-beam. That is, local cultural performance impressed the 
respondents. 
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Figure 3. Zones of Tolerance and Perceived Service Performances 
In the following section, the hypotheses proposed in Chapter 2 were examined 
carefully in order to understand respondents’ expectations and perceptions of service 
performances of the hotel services, as well as to explore the relationship between service 
quality, satisfaction, and future behavioral intention. The results are displayed by 
answering each hypothesis. 
Hypothesis 1: Customers’ Desired Level of Expectation and Minimum Level of 
Expectation Are Different 
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The zone of tolerance was proposed based on the multiple-expectation standards. 
The survey questionnaire asked the respondents for both their desired level and minimum 
level of service expectations. The purpose of this hypothesis was to test whether or not 
the respondents indeed hold different levels of service expectations. A one-way ANOVA 
test was adopted to distinguish the difference between respondents’ minimum and desired 
levels of expectations. As indicated in Table 5, the value of F (1, 5458) = 1151.48, p 
< .01, was statistically significant. As a result, the multiple-expectation standards were 
supported due to the fact that the respondents’ minimum and desired levels of 
expectations were significantly different. 
Table 5 
Results of One-Way ANOVA for Desired Level and Minimum Level of Expectations 
Expectations Mean Std. Deviation F value 
Desired level 6.40 .80 1151.48** 
Minimum level 5.54 1.06  
Note. N=182. *p<.05, **p<.01. 
Hypothesis 2: Customers’ Tolerance Zones toward Basic, Performance, and 
Excitement Hotel Services Are Different 
Since the zone of tolerance is the range between customers’ desired and minimum 
levels of expectation, this research gained the width of the tolerance zones by subtracting 
minimum level of expectations from desired level. Moreover, in order to compare the 
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respondents’ expectations toward the hotel services under the basic, performance, and 
excitement factors, the zone heights values were obtained by calculating the mean value 
of desired level and minimum level of expectations (zone height = (desired expectation + 
minimum expectation) / 2). Focusing on the difference between the services under the 
three factors, Table 13 shows both the zone heights and zone widths. According to the 
one-way ANOVA test of the ZOT, the F (2, 2727) = 6.37, p < .01, was statistically 
significant (see Table 6). In additions, the Post Hoc test using Tukey’s HSD indicated the 
respondents’ zones of tolerance toward basic services were quite similar to the zones of 
tolerance toward excitement services resulting in a non significant difference; however, 
the zones of tolerance toward performance services were significantly different from the 
others. Therefore, this hypothesis was partially supported indicating that respondents are 
more sensitive toward performance services than basic and excitement services. 
Table 6 
Results of One-Way ANOVA for Tolerance Zones of Three Factors 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 
1. ZOT Basic .92 .89 6.37**    
2. ZOT Performance .80 .80  .12**   
3. ZOT Excitement .91 .85  .01 -.11*  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
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Hypothesis 2: 
H2a: Customers’ Tolerance Zones toward Basic Hotel Services Have Highest Zone 
Height and Narrowest Zone Width 
H2b: Customers’ Tolerance Zones toward Performance Hotel Services Have Lower 
Zone Height and Wider Zone Width than Basic Services 
H2c: Customers’ Tolerance Zones toward Excitement Hotel Services Have Lowest 
Zone Height and Widest Zone Width  
According to the literature review, when customers perceive a service is more 
important or essential, the tolerance zone will be narrower, and both the desired and 
adequate levels of expectation become higher (Campos & Nóbrega, 2009; Walker & 
Baker, 2000; Zeithaml et al., 2009). However, the above three hypotheses gained only 
partial support (see Table 7 for the zone heights and zone widths for the basic, 
performance, and excitement factors).  
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Table 7 
Zone Heights and Zone Widths 
 Zone Height Zone Width 
Basic factor 6.18 .92 
Cleanliness   
Pcleanliness   
Atmosphere   
Professionalism   
Performance factor 5.95 .80 
Foodquality   
Request   
Transportation   
Attraction   
Green   
Localfood   
Amenity   
Excitement factor 5.79 .91 
Maintenance   
Parking   
Facility   
Performance   
Note. N=182.  
In terms of essentialness levels, the survey respondents assigned the highest level 
of essentialness to the basic factor with a score of 6.41, the medium level of essentialness 
to the performance factor with 5.92, and the lowest level of essentialness to the 
excitement factor with 5.84 (see Table 8). In other words, the respondents believed that 
the services under the basic factor were more essential than the services under 
performance factor, and the services under the excitement factor were less essential. 
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However, the results only supported the zone heights of the hypotheses without 
supporting the zone widths (see Figure 4 for the zones of tolerance toward the basic, 
performance, and excitement factors). The zone heights were as hypothesized that the 
zone height of the basic factor was the highest, and the zone height of the performance 
factor was lower than the basic factor, yet higher than the excitement factor. On the other 
hand, the zone widths were not supported at all. Performance factor had the narrowest 
zone width, and even excitement factor had a narrower zone width than basic factor. As a 
result, only the zone heights in the above three hypotheses were supported; the zone 
widths were not supported. That is, respondents have the highest expectation toward the 
services under the basic factor, a medium expectation toward the services under the 
performance factor, and the lowest expectation toward the services under the excitement 
factor. However, respondents are more sensitive and intolerant toward the services under 
the performance factor than basic and excitement factors. 
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Figure 4. Zones of Tolerance for Three Factors 
Hypothesis 3: Customers’ Perceived Levels of Essentialness toward Basic, 
Performance, and Excitement Hotel Services Are Different 
Füller and Matzler (2007) stated basic factors are like a “threshold” of entering a 
market, performance factors reflect customers’ explicit needs and wants, and excitement 
factors are unexpected and used to surprise customers. Moreover, different important 
levels of services reflect different expectations of customers (Zeithaml, Parasuraman, & 
Berry, 1990). Accordingly, the most significant determinant of the three-factor structure 
is customers’ perceived level of essentialness or importance toward different services. As 
a result, hypothesis 3 aims to distinguish the different levels of essentialness perceived by 
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the customers toward the services under the three factors. A one-way ANOVA test was 
used to compare the mean differences of the respondents’ perceived levels of 
essentialness. As indicated in Table 8, the respondents reflected the highest level of 
essentialness toward the basic factor with a mean of 6.41 followed by the performance 
factor with a mean of 5.92, and the excitement factor obtained the lowest level of 
essentialness with a mean of 5.84. Furthermore, the value of F (2, 2727) = 77.87, p < .01, 
was statistically significant, indicating that the respondents’ perceived levels of 
essentialness were confirmed to be different. The Post Hoc test using Tukey’s HSD 
revealed that the respondents’ perceived level of essentialness toward the basic factor 
was significantly different from performance and excitement factors, but there was no 
meaningful difference observed between levels of essentialness toward performance and 
excitement factors. After all, focusing on hypothesis 3, the results partially supported the 
idea that respondents’ perceived levels of essentialness toward basic, performance, and 
excitement hotel services are different. 
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Table 8 
Results of One-Way ANOVA for Level of Essentialness 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 
1. Basic factor 6.41 .72 77.87**    
2. Performance factor 5.92 1.03  .49**   
3. Excitement factor 5.84 1.06  .57** .08  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
Hypothesis 4: Customers with Higher Perceived Service Quality Reflect Higher 
Total Satisfaction and Future Behavioral Intentions 
Service quality is the gap between customers’ service expectation and their 
perceived service performance. Regarding the zone of tolerance, two measurements of 
service quality were mentioned in the literature review including the measurement of 
service superiority (MSS) and the measurement of service adequacy (MSA) (Nadiri & 
Hussain, 2005; Zeithaml et al., 1993). In order to employ the zone of tolerance to 
measure customers’ perceived service quality, this research used both MSS and MSA as 
measurement standards simultaneously. 
MSS is the gap between desired level of expectation and perceived service 
performance, while MSA is the gap between adequate level of expectation and perceived 
service performance. Specifically, MSS is generated by using the desired level of 
expectation to subtract perceived service performance, and MSA is obtained by using the 
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minimum level of expectation to subtract perceived service performance. In order to 
detect whether or not MSS and MSA are significantly different, a one-way ANOVA was 
employed to compare the means of MSS and MSA. As shown in Table 9, the means of 
MSS and MSA were .26 and -.60 respectively, and the F (10, 2719) = 276.89, p < .01 
was statistically significant. As a result, the respondents’ perceived service quality, MSS 
and MSA, were significantly different. 
Table 9 
Results of One-Way ANOVA for MSS and MSA 
Variables Mean Std. Deviation F value 
MSS .26 .90 276.89** 
MSA -.60 1.12  
Note. N=182. *p<.05, **p<.01. 
 
In order to test hypothesis 4, multiple regression analyses were applied to examine 
the relationship between service quality, satisfaction, and future behavioral intentions. 
Table 16 displays the correlations, means, and standard deviations of the variables. 
Service quality comprised MSS and MSA as its variables, satisfaction included overall 
satisfaction, value of price, and compare with other hotels with the same style as its 
variables, and future behavioral intention had variables of positive word-of-mouth, 
recommendation, and revisiting. Eventually, the Pearson Correlation estimated that all the 
correlations in Table 10 were significant at the .01 level. 
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Table 10 
Correlation Matrices, Means, and Standard Deviations 
Variables 1 2 3 4 5 6 7 8 
Service quality         
 1. MSS 1        
 2. MSA .67 1       
         
Satisfaction         
 3. Overall satisfaction -.27 -.19 1      
 4. Value of price -.20 -.12 .60 1     
 5. Compare with other hotels -.19 -.13 .71 .65 1    
         
Behavioral intention         
 6. Positive word-of-mouth -.18 -.13 .70 .67 .78 1   
 7. Recommendation -.18 -.12 .72 .67 .79 .97 1  
 8. Revisiting -.18 -.12 .72 .68 .79 .87 .90 1 
         
Means .26 -.60 6.35 5.78 6.23 6.23 6.21 6.23 
Standard deviations .90 1.12 .75 .96 .87 .91 .95 .95 
 
In the following, the relationships between service quality, satisfaction, and future 
behavioral intentions were examined. The composite variable for satisfaction was formed 
by calculating the mean of the three items related to satisfaction, including overall 
satisfaction, value of price, and compare with other hotels with the same style. And the 
composite variable for future behavioral intentions was obtained by calculating the mean 
of the three items related to behavioral intentions comprising positive word-of-mouth, 
recommendation, and revisiting. Furthermore, no extreme outliers were detected in the 
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dependent variables in the below analyses and the distributions of studentized residuals 
were as expected, so all observations were kept in the analyses. A multiple regression 
model was estimated to test the relationship between MSS, MSA, and satisfaction (see 
Table 11). The results were: 
21 00.21.18.6 xxy +−=  
Where 
=y dependent variable “satisfaction” 
=1x independent variable “MSS” 
=2x independent variable “MSA” 
Table 11 
Multiple Regression Analyses Predicting Satisfaction from Service Quality 
Predictors 2R (Adj. 2R ) B (SE B) 95% CI for B β  t  F VIF 
Service quality .06** (.06)     F(2,2727)=87.19**  
Intercept  6.18 (.02) [6.14, 6.21]  308.41   
MSS  -.21 (.02) [-.25, -.17] -.25** -9.91  1.83 
MSA  .00 (.02) [-.03, .04] .01 .23  1.83 
Note. N=182. SE=standard error. CI=confidence interval. 
 *p<.05, **p<.01. 
 
The linear relationship was statistically significant, F (2, 2727) = 87.19, p < .01. 
Approximately 6% of the variance in respondents’ satisfaction was accounted for by its 
linear relationship with service quality, 06.2 =R , adjusted 06.2 =R , which was a small 
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effect size. The coefficient on MSS was significant at the .01 level, but the coefficient on 
MSA was not significantly different from zero. As a result, only MSS had significant 
effect on predicting satisfaction. 
As shown in Table 12, a multiple regression model was estimated to test the 
relationship between MSS, MSA, and future behavioral intentions. The results were: 
21 01.18.27.6 xxy −−=  
where 
=y dependent variable “future behavioral intentions” 
=1x independent variable “MSS” 
=2x independent variable “MSA” 
The linear relationship was statistically significant, F (2, 2727) = 48.83, p < .01. 
Approximately 3% of the variance in respondents’ future behavioral intentions was 
accounted for by its linear relationship with service quality, 04.2 =R , adjusted 03.2 =R , 
which was a small effect size. The coefficient on MSS was significant at the .01 level, but 
the coefficient on MSA was not significantly different from zero. The results indicated 
that only MSS had significant effect on predicting future behavioral intentions. 
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Table 12 
Multiple Regression Analyses Predicting Future Behavioral Intentions from Service 
Quality 
Predictors 2R (Adj. 2R ) B (SE B) 95% CI for B β  t  F VIF 
Service quality .04** (.03)     F(2,2727)=48.83**  
Intercept  6.27 (.03) [6.22, 6.31]  255.21   
MSS  -.18 (.03) [-.23, -.13] -.18** -7.04  1.83 
MSA  -.01 (.02) [-.05, .03] -.01 -.38  1.83 
Note. N=182. SE=standard error. CI=confidence interval. 
 *p<.05, **p<.01. 
 
     According to the above analyses, it was found that the coefficient on MSS was 
significant at the .01 level, but the coefficient on MSA was not significantly different 
from zero. However, the models still included MSA to avoid any bias caused by its 
omission, since it was not highly collinear with MSS based on the fact that the VIFs were 
near 1. Although the above analyses only gained small effect size, the results were 
statistically significant. Ultimately, hypothesis 4 was supported that customers with 
higher perceived service quality reflect higher total satisfaction and future behavioral 
intentions. 
Hypothesis 5: Satisfaction Is a Mediator between Service Quality and Future 
Behavioral Intentions 
This hypothesis explores whether or not satisfaction is a mediator between service 
quality and future behavioral intention helping explain more variance in future behavioral 
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intention. Two multiple regression models were conducted for this hypothesis. Model 1 
only examined the relationship between service quality and future behavioral intentions. 
Model 2 added satisfaction as an extra indicator to predict future behavioral intention.  
Model 1 used only MSS and MSA as indicators to predict respondents’ future 
behavioral intentions was statistically significant, F(2,2727) = 48.83, p < .01 (see Table 
13). The adjusted 2R estimate of effect size in the population indicated that 3% of the 
variance in the predicted future behavioral intention was accounted for by the linear 
combination of MSS and MSA representing service quality, 2R = .04, adjusted 2R = .03. 
The coefficient on MSS was significant at the .01 level, but the coefficient on MSA was 
not significantly different from zero. 
For Model 2, the results were quite different: 
321 07.107.18.37. xxxy +−−−=  
where 
=y dependent variable “future behavioral intentions” 
=1x independent variable “MSS” 
=2x independent variable “MSA” 
=3x independent variable “satisfaction” 
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Model 2 included MSS, MSA, and satisfaction as indicators to predict future 
behavioral intention, and this was also statistically significant, F(3, 2726) = 2345.13, p 
< .01. The adjusted 2R estimate of effect size in the population indicated that 72% of the 
variance in the predicted future behavioral intention was accounted for by the linear 
combination of MSS, MSA, and satisfaction, 2R = .72, adjusted 2R = .72. Coefficients 
on MSS and satisfaction were significant at .05 and .01 levels, but coefficient on MSA 
remained not significantly different from zero. MSA was still included in Model 2 to 
avoid any bias caused by its omission, since it was not highly collinear with other 
variables and should not affect any other statistics based on the near 1 VIFs.  
Table 13 
Multiple Regression Analyses Predicting Future Behavioral Intention from Service 
Quality and Satisfaction 
Model and predictors 2R (Adj. 2R ) B (SE B) 95% CI for B β  t  F VIF 
Model 1 .04** (.03)     F(2,2727)=48.83**  
Intercept  6.27 (.03) [6.22, 6.31]  255.21   
MSS  -.18 (.03) [-.23, -.13] -.18** -7.04  1.83 
MSA  -.01 (.02) [-.05, .03] -.01 -.38  1.83 
Model 2 .72** (.72)     F(3,2726)=2345.13**  
Intercept  -.37 (.34) [-.27, .04]  -1.49   
MSS  -.18 (.09) [.01, .06] .03* 2.40  1.90 
MSA  -.07 (.08) [-.03, .01] -.02 -1.06  1.83 
Satisfaction  1.07 (.05) [1.01, 1.06] .85** 81.84  1.06 
Note. N=182. SE=standard error. CI=confidence interval. 
 *p<.05, **p<.01. 
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Comparing Model 1 with Model 2, after adding satisfaction, Model 2 explained 
additional 63% of the variance in predicted future behavioral intention in the sample than 
Model 1, 69.2 =changeR , 90.6697=changeF . Moreover, this incremental gain in predicted 
future behavioral intention was statistically significant, t (2726) = 81.84, p < .01. As a 
result, hypothesis 5 was supported that satisfaction is a mediator between service quality 
and future behavioral intention. Additionally, despite all of the three indicators, only 
MSS and satisfaction had significant effect on predicting future behavioral intentions. 
In the following section, one-way ANOVA tests were applied to compare the 
respondents’ service expectations based on their demographics. Post Hoc tests adopted 
Tukey’s honestly significant difference (Tukey’s HSD) to explore the discrepancies 
among demographic groups. Focusing on the respondents’ service expectations, the 
following tests were conducted to compare the gaps between the respondents’ desired 
and minimum levels of expectations and the zones of tolerance through the demographics 
including gender, age, residency, income, accommodation history, and length of stay.  
First, male and female respondents held quite similar zones of tolerance toward the 
15 services with the means of .85 and .86. A one-way ANOVA test generated the  
F (1, 2728) = .11, p >.05, which was not statistically significant (see Table 14). Therefore, 
there was no different expectation between male and female respondents. 
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Table 14 
Results of One-Way ANOVA for Zones of Tolerance and Gender 
 Mean Std. Deviation F value 
Male .85 .81 .11 
Female .86 .86  
Note. N=182. *p<.05, **p<.01. 
 
Second, see Table 15 for zones of tolerance of age groups. A one-way ANOVA 
test generated a statistically significant value of F (5, 2724) = 14.19, p < .01. 
Respondents below 20 years old and 60 years old or more had the widest zone of 
tolerance toward the 15 services meaning they are more tolerant toward these services 
among the age groups. However, there were only 13 respondents representing these two 
age groups (see Table 1). On the other hand, respondents in age groups of 40 to 49 years 
old and 50 to 59 years old reflected the narrowest zones of tolerance toward the 15 
services which indicates they are more sensitive toward these services than the 
respondents in the other age groups.  
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Table 15 
Results of One-Way ANOVA for Zones of Tolerance and Age 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 4 5 6 
1. Below 20 1.37 1.11 14.19**       
2. 20-29 .95 .89  .42**      
3. 30-39 .89 .87  .48** .06     
4. 40-49 .72 .73  .65** .23** .17**    
5. 50-59 .74 .68  .63** .21* .15 -.02   
6. 60 or more 1.02 .89  .35** -.07 -.13 -.30** -.28*  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
 
As shown in Table 16, a one-way ANOVA test indicated that the residential groups 
had diverse zones of tolerance toward the 15 services with a statistically significant F (4, 
2725) = 31.68, p < .01. In terms of residency, respondents from central Taiwan held the 
widest zone of tolerance toward the 15 services indicating that they are quite tolerant 
toward these services. Furthermore, respondents from northern Taiwan, eastern Taiwan, 
and international held similar zones of tolerance toward the 15 services narrower than 
central Taiwan, which means they are not as tolerant as the central Taiwan respondents 
toward these services. On the other hand, respondents from southern Taiwan held the 
narrowest zone of tolerance among the residential groups. That is, the respondents from 
southern Taiwan are more sensitive to these services than all the other residential areas.  
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Table 16 
Results of One-Way ANOVA for Zones of Tolerance and Residency 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 4 5 
1. Northern Taiwan .87 .83 31.68**      
2. Southern Taiwan .46 .69  .41**     
3. Eastern Taiwan .81 .70  .06 -.35**    
4. Central Taiwan 2.2 .89  -1.33** -1.74** -1.39**   
5. International .96 .85  -.10 -.50** -.16 1.24**  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
 
Due to the fact that salaries in Taiwan are usually counted in months, monthly 
income was adopted by the survey questionnaire to ask for the respondents’ income 
levels (see Table 17). A one-way ANOVA generated a statistically significant F (5, 2724) 
= 12.52, p < .01. Respondents with monthly income below NT$20,000 and NT$80,001 to 
$100,000 had similarly wide zones of tolerance toward the 15 services and the 
respondents had similarly narrow zones of tolerance in the income groups of NT$60,001 
to 80,000 and NT$100,001 or more. In other words, the respondents with a monthly 
income below NT$20,000 and NT$80,001 to $100,000 are more tolerant toward the 15 
services while the respondents in the income groups of NT$60,001 to $80,000 and 
NT$100,001 or more have more strict expectations. 
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Table 17 
Results of One-Way ANOVA for Zones of Tolerance and Monthly Income 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 4 5 6 
1. Below NT$20,000 1.10 .98 12.52**       
2. NT$20,001-40,000  .84 .81  .27**      
3. NT$40,001-60,000  .83 .85  .27** .01     
4. NT$60,001-80,000  .74 .76  .37** .10 .10    
5. NT$80,001-100,000  1.11 .95  .00 -.27** -.28** -.37**   
6. NT$100,001 or more  .78 .75  .32** .06 .05 -.05 .33**  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
 
Regarding respondents’ accommodation history, the results of the one-way 
ANOVA test was not statistically significant, the F (1, 2728) = 2.84, p > .05 (see Table 
18). Accordingly, there was no difference between first time customers and repeat 
customers in terms of zones of tolerance. 
Table 18 
Results of One-Way ANOVA for Zones of Tolerance and Accommodation History 
 Mean Std. Deviation F value 
First time customer .84 .85 2.84 
Repeating customer .90 .83  
Note. N=182. *p<.05, **p<.01. 
 
Eventually, comparing respondents’ zones of tolerance through their length of 
stay ,the results of the one-way ANOVA test was statistically significant, F (2, 2727) = 
3.74, p < .05 (see Table 19). Even though the respondents in the three groups had similar 
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zones of tolerance, respondents stayed 2 nights had the widest zone of tolerance followed 
by 3 nights or more while respondents stayed 1 night held the narrowest zone of tolerance. 
In other words, respondents stayed 1 night are more sensitive toward the 15 services 
comparing with respondents who stayed 2 nights or more. 
Table 19 
Results of One-Way ANOVA for Zones of Tolerance and Length of Stay 
 Mean Std. Deviation F Value Post Hoc Mean Difference 
    1 2 3 
1. 1 night .84 .84 3.74*    
2. 2 nights .95 .84  -.11*   
3. 3 nights or more .89 .61  -.05 .06  
Note. N=182. *p<.05, **p<.01. 
Tukey’s Honestly Significant Difference is applied for Post Hoc Test 
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Chapter 5 
DISCUSSION AND CONLUSION 
Introduction 
In this study, customers’ expectations and their perceived service quality toward 
the services provided by the Hotel Royal Chiao Hsi Spa were elaborately investigated, as 
well as customers’ satisfaction and their future behavioral intentions. Hypotheses were 
examined and related results were generated. The following sections will interpret the 
research findings and implications. Research limitations and relevant recommendations 
will be discussed. 
Discussion of the Findings 
Many researchers suggest using the multiple-expectation standards as a more 
comprehensive measurement regarding the exploration of customers’ service 
expectations and their perceptions of service quality (Boulding et al., 1993; Prakash, 
1984; Walker & Baker, 2000; Zeithaml et al., 1993). The multiple-expectation standards 
are the foundation of the ZOT, enabling researchers and service practitioners to go deeply 
into customers’ service expectations and to explore customers’ tolerance levels toward 
each single service.  
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According to the hypotheses tests, the first finding reveals that the desired and 
minimum levels indeed exist in customers’ service expectations and these two levels are 
significantly different from each other. As a result, the first hypothesis, that customers’ 
desired and minimum levels of expectation are different, is supported. In other words, the 
multiple-expectation standards are supported by this research as a comprehensive 
measurement, able to distinguish customers’ different levels of service expectation. 
Second, the results support both the second hypothesis that Customers’ tolerance 
zones toward basic, performance, and excitement hotel services are different, and the 
third hypothesis that Customers’ perceived levels of essentialness toward basic, 
performance, and excitement hotel services are different. More specifically, the survey 
respondents convey the highest perceived level of essentialness toward the basic services, 
a medium level of essentialness toward the performance services, and the lowest level of 
essentialness toward the excitement services. In other words, the three-factor structure for 
satisfaction is supported regarding the level of importance or essentialness. Moreover, it 
has been stated in the literature review that when customers perceive that a service is 
more important or essential, the tolerance zone will be narrower, and both the desired and 
adequate levels of expectation become higher (Campos & Nóbrega, 2009; Walker & 
Baker, 2000; Zeithaml et al., 2009). According to the results, the side hypotheses of the 
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second hypothesis are only partially supported. For the heights of the ZOT, the 
hypotheses are supported that the survey respondents actually express the highest zone 
height to the basic services, a medium zone height to the performance services, and the 
lowest zone height to the excitement services. That is, customers indeed have the highest 
expectation toward the basic services, a medium expectation toward the performance 
services, and the lowest expectation toward the excitement services. While incorporating 
the second and the third hypotheses, the findings reflect that the higher the perceived 
level of essentialness toward a service, the higher the height of the ZOT.  
However, despite the fact that basic services hold the narrowest tolerance zone, 
respondents actually have the narrowest tolerance zone toward the performance services 
(zone width = .80) and have quite similar tolerance zones toward basic (zone width = .92) 
and excitement services (zone width = .91). In other words, customers are more sensitive 
or intolerant toward the performance services than basic or excitement services. The high 
level of customers’ perceived service performance and the high percentage of repeat 
customers may explain these findings. The data analyses indicate that respondents give a 
very high score for the perceived service performance of basic services (mean = 6.35, 
with 1-low and 7-high). The performance services obtain a medium level of customers’ 
perceived service performance (mean = 6.09), and the excitement services were the 
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lowest (mean = 6.02). Additionally, the sample profile indicates that 34% of the 
respondents are repeat customers representing a very high ratio for this resort hotel. In 
this research, basic services are those that can be observed easily, including cleanliness of 
guest rooms and public areas, restaurant atmosphere, and staff professionalism. That is, 
the hotel customers are confident in the quality of the basic services by giving a high 
service performance evaluation, and by revisiting. On the other hand, although customers 
do not expect the performance services to be as high as the basic services based on the 
zone heights, customers generate the narrowest zone width to reflect that they are not 
tolerant toward the performance services. According to Matzler and Sauerwein (2002), 
the performance services are designed to meet consumers’ needs and desires, and a hotel 
has to offer the performance service factors competitively. The present research agrees 
with this point of view that the performance services are the core services to customers, 
indicating the possible performance services in the hotel may be quality of food in hotel 
restaurants, responsiveness to customers’ special requests, accessibility of information 
about local transportation, accessibility of information about local attractions, efforts to 
green initiatives, use of local seasonal food by hotel restaurants, and special amenities 
provided in guest rooms. It is as hypothesized that customers do not have very high 
expectations of excitement services while the zone height is low, but the zone width is 
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actually not wide and quite similar to the zone width of the basic services. That is, 
customers are not really tolerant toward the excitement services. In this study, excitement 
services include maintenance of hotel appearance and facilities, well-designed garage 
parking, variety of recreation facilities, and local cultural performance. Some luxury 
hotel-related research has pointed out several significant findings. Li, Ye, and Law (2012) 
found that the value for money factor arouses great concerns among customers, and price 
plays an importance role in customers’ booking decisions and post-purchase satisfaction. 
Furthermore, Choi and Chu (2000) pointed out that Asian travelers usually evaluate their 
overall satisfaction from the value of money, while Western travelers believe that staff 
service quality is the most important factor influencing overall satisfaction. Synthesizing 
the above possibilities, that the zone width of the excitement services is not the widest 
may be explained by the fact that the majority of hotel patrons are Asian travelers with an 
evaluation of the money value being most important.  
The Hotel Royal Chiao Hsi Spa is a luxury hotel concentrating on providing 
elaborate customer services, with a comparatively high price in the hotel industry in 
Taiwan. Under this condition, customers believe these excitement services may not be 
essential, but they still keep a high criterion toward them. Among the excitement services, 
local cultural performance obtains an extremely high perceived service performance from 
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the customers. This result supports Matzler and Sauerwein’s (2002) argument that the 
excitement services are less important and totally or partially unexpected so that the local 
cultural performance greatly generates consumer satisfaction since customers do not hold 
a high expectation of it. 
The third finding of this research supports the fourth hypothesis that customers 
with higher perceived service quality reflect higher total satisfaction and future 
behavioral intentions. Even though these analyses do not gain large effect sizes, the 
results are statistically significant. As a result, it can be concluded that service quality 
indeed has a positive relationship with customer satisfaction and future behavioral 
intention.  
In Chapter 2, even though researchers have argued that service quality or 
satisfaction can better predict customers’ future behavioral intentions, most researchers 
still advocate that both service quality and satisfaction are essential indicators for 
predicting customers’ future behavioral intentions. This research confirms this point of 
view by supporting the last hypothesis that satisfaction is a mediator between service 
quality and future behavioral intention. According to the results, the service quality has a 
direct effect on customers’ future behavioral intentions, and the results are statistically 
significant. However, when adding satisfaction into the original model, the incremental 
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gain of the predicted future behavioral intentions is significant. Based on this finding, 
satisfaction is a necessary indicator for predicting customers’ future behavioral intentions. 
Furthermore, with the significant research finding that after adding satisfaction into the 
original service quality of the future behavioral intention model, satisfaction can be 
confirmed as an important mediator between service quality and future behavioral 
intentions.  
In terms of demographics, this research aims at exploring if customers in different 
demographic groups hold different service expectations. The data indicate that survey 
respondents distribute normally in most of the demographics except residency. The 
majority of the respondents are from northern Taiwan, comprising 144 out of total 182 
respondents. Eventually, the results indicate that the respondents with the narrowest ZOT 
are as following: in the age group between 40 to 59 years old, residency in southern 
Taiwan, monthly income level between $2,000 to $2,666 and $3,333 or more, and stay 
only one night in the Hotel Royal Chiao Hsi Spa. In other words, the respondents with 
these demographic conditions are more sensitive toward the 15 hotel services. Except the 
above, the results did not specify a significant ZOT toward the service expectations in 
other demographic groups. 
 
 76 
 
 
 
 
Implications 
This research focuses on the unique services provided by the Hotel Royal Chiao 
Hsi Spa, and the research results are appropriate to be directly interpreted as implications 
for hotel management. Furthermore, this research explores hotel services which 
customers consider “excellent” or that exceed expectations, not only in accommodations 
but also several other services provided by the hotel, such as restaurants, recreation 
facilities, and design of parking space. Since the research elaborates these hotel services 
in terms of customers’ expectation, perceived service performance, satisfaction, and 
future behavioral intention, the findings are also appropriate as references for related 
service industry practitioners. 
According to the research results, customers reflect a high level of perceived 
service performance for all 15 hotel services (actually 16 in the survey questionnaire 
before discarding the question about the outdoor smoking area) included in the surveys. 
Comparing customers’ zones of tolerance toward the 15 services with their actual 
perceived service performance, customers are satisfied based on all the ratings of 
customers’ perceived service performance are located within the zones of tolerance. The 
only exception is the service of local cultural performance. Surprisingly, customers’ 
perceived service performance toward the local cultural performance is even higher than 
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customers’ desired level of expectation, which means that the service performance of the 
local cultural performance is out of customers’ highest expectation and customers are 
highly satisfied with this service.  
To date, customers are more likely to seek different hotel experiences which can 
match their lifestyles. For instance, the W Hotels chain has recently claimed to redefine 
"the luxury and design-led lifestyle, so that each W hotel embodies a balance between 
style and substance to their guests with a strikingly modern approach to design that is as 
refreshing, accessible, and comfortable as one’s own living space, with an emphasis on 
comfort, attentive service, and exceptional amenities” (W Hotel, 2013). For the Hotel 
Royal Chiao Hsi Spa, it seems that its customers are seeking unique hotel experiences 
such as getting to know local cultures rather than merely typical hotel experiences. As a 
result, local cultural performance is a signature of the Hotel Royal Chiao Hsi Spa. For 
other hotels with the same style and sharing the same market segment, the results of this 
research can be referenced to obtain more awareness of customers’ service expectations. 
On the other hand, the research results indicate that customers’ perception toward 
the food quality of hotel restaurants is still within the tolerance zone but close to the 
adequate level. That is, customers are not highly satisfied with the restaurant's food 
quality. As an implication to the Hotel Royal Chiao Hsi Spa, it is important to avoid any 
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possible reasons stopping customers’ revisiting even though the service performance of 
the food quality of hotel restaurants is still within customers’ ZOT. Therefore, the Hotel 
Royal Chiao Hsi Spa should consider making more efforts to improve food through 
interviews with its customers to reveal the potential problems in terms of food quality. 
Furthermore, the hotel management should evolve relevant marketing plans while 
possibly introducing a new menu. 
Limitations / Recommendations 
According to the statistics of the Hotel Royal Chiao Hsi Spa, from January to June, 
2012, the local Taiwanese customers comprised 88% of its total customers. Customers 
from China including Hong Kong and Macau comprise 7.4% of total customers. In order 
to maximize the data collection, the research questionnaires are provided by both English 
and Mandarin versions due to the majority of the customers speak Mandarin. However, 
the hotel stably holds a small percentage of Japanese customers. For instance, the 
Japanese customers comprise 2.5% of total customers from January to June, 2012. The 
first limitation is that this research does not successfully get a diverse data sample from 
the Japanese and the other international customers due to the language limitation. 
Another limitation is the complexity of the ZOT. In order to accurately explore 
customers’ minimum and desired levels of service expectations, the research 
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questionnaire first asks respondents’ two different levels of their expectations toward the 
15 hotel services, and then the second part of the questionnaire asks customers’ perceived 
level of essentialness and perceived service performance toward the same 15 questions. 
In general, respondents are more familiar with the evaluating style surveys, so it is hard 
to ensure that respondents understand the exact difference between the first and the 
second part of the questionnaire, as well as difficult to make the respondents correctly 
understand the difference between minimum and desired levels of expectations. However, 
this is an unavoidable discrepancy when applying an academic theory to a practical 
purpose. 
Future research should pay attention to create a more comprehensive questionnaire 
for the ZOT-related research to prevent the possible misunderstanding about the desired 
and adequate levels of service expectations. In addition, the three-factor structure for 
satisfaction in terms of basic, performance, and excitement factors should be enhanced in 
service quality related future research. Even though the results are not presented as 
hypothesized that the tolerance zone widths should be from narrow to wide from basic to 
performance, and then to excitement factors, the zone heights and the perceived levels of 
essentialness do support the assumptions of the three-factor structure for satisfaction. 
Furthermore, it has been pointed out in the literature review that many previous research 
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studies fail to show the effectiveness of the five dimensions of the SERVQUAL 
including tangibles, reliability, responsiveness, assurance, and empathy. As a result, this 
present research suggests applying the three-factor structure for future research regarding 
service quality, satisfaction, and behavioral intention. Ultimately, the recommendation to 
the hotel practitioners is that the ZOT is a simple and comprehensive instrument to 
examine customers’ service expectation. The hotel practitioners can easily evaluate the 
service quality by comparing customers’ ZOT toward services and their actual perceived 
service performance. Nadiri (2011) suggests that the ZOT can help practitioners develop 
quality-improvement strategies. The present research confirms this suggestion since the 
results specifically indicate that the local cultural performance highly satisfies the 
customers and the food quality of the hotel restaurants has space for improvement. 
Although the ZOT is not able to distinguish the problems existing in each service, the 
ZOT specifies the directions of enhancement to the hotel management. 
Conclusions 
The purposes of this research are to measure customers’ expectations toward the 
services under the three categories in terms of basic factors, performance factors, and 
excitement factors; to reveal the service quality by comparing customers’ expectations 
and their perceived service performance; and to explore the interrelationship between 
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customers’ perceived service quality, satisfaction, and customers’ future behavioral 
intention. The above purposes are completed in this research, and valuable results are 
generated. Through the elaborative research design, customers’ minimum and desired 
level of service expectations are proved significantly diverse, as well as the ZOT toward 
the basic services, performance services, and excitement services. Furthermore, two 
service quality indicators, MSS and MSA, are shown to be significantly different from 
each other. After all, this research supports the positive relationship between service 
quality, satisfaction, and future behavioral intention. However, only MSS is confirmed its 
direct effect on predicting customers’ satisfaction and future behavioral intentions instead 
of both MSS and MSA. Exploring the role played by satisfaction, this research indicates 
that satisfaction is a mediator between service quality and customers’ future behavioral 
intention. 
Based on the above confirmation of this research, the diagnostic value of the ZOT 
is supported. The concept, ZOT, helps understand customers’ diverse tolerance toward 
the 15 hotel services provided by the Hotel Royal Chiao Hsi Spa. Through comparing 
customers’ expectations and their actual perceived service performance, the service 
quality of the Hotel Royal Chiao Hsi Spa is positively confirmed by its customers.  
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Overall, the three-factor structure for satisfaction fits the ZOT quite well. The basic, 
performance, and excitement services receive from high to low levels of perceived 
essentialness simultaneously reflecting high to low zone heights of the ZOT. That is, 
when a customer perceives a service is more essential, he/she tends to have higher 
expectation toward this service. Although the zone widths of the ZOT are not confirmed 
by this research, it can be assumed that this research only focuses on one hotel and its 
high-end customer services and high price. Furthermore, this research reveals that 
customers’ service expectations are quite different from the hypothesized variable design. 
For instance, the services of “efforts to green initiatives” and “use of local seasonal food 
by hotel restaurants” are indexed in the excitement services by the original variable 
design; however, the customers assume these two services are essential and have quite 
high and intolerant expectation toward these two services. In other words, the 
incremental awareness of green initiatives may influence customers’ expectations toward 
hotel services. Regarding the change of customers’ service expectation, it is necessary to 
explore more factors in affecting customers’ service expectation in order to enhance 
service quality and customer satisfaction. 
Finally, this research proves the existence of the ZOT in customers’ hotel service 
expectations. At the same time, this research demonstrates the positive relationship 
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between service quality, satisfaction, and future behavioral intention, as well as the 
mediator role of satisfaction between service quality and future behavioral intention. 
Service quality and satisfaction are also confirmed as essential indicators for predicting 
customers’ future behavioral intentions. Furthermore, the three-factor structure for 
satisfaction substitutes for the original five dimensions of the SERVQUAL model 
properly interacting with the ZOT. In conclusion, not only for academic purposes but also 
for hotel managerial purposes, the ZOT, the three-factor structure for satisfaction, and the 
interrelationship between service quality, satisfaction, and future behavioral intention are 
reliable measurements. 
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APPENDIX A 
SURVEY INSTRUMENT 
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Customers’ Zone of Tolerance toward Hotel Services 
The Hotel Royal Chiao Hsi Spa, Yilan, Taiwan - Service 
Evaluation 
 
 
 
 
 
 
 
 
 
<<Please return the completed questionnaire to the front desk and get a souvenir. >> 
Please circle only one number to rank your minimum level and desired level of your 
expectations toward the following services provided by the Hotel Royal Chiao Hsi. 
Dear customers, 
 Thank you for taking time to participate in the survey. The 
purpose of the questionnaire is to understand your expectations and 
perceptions of the services provided by the Hotel Royal Chiao Hsi and 
the importance of the services to you. Your answers and your personal 
information will not be used for any other purposes than academic 
research and the managerial reference to Hotel Royal Chiao Hsi. If you 
have any questions, do not hesitate to contact me at cchiu17@asu.edu 
or Dr. Woojin Lee at woojin.lee.1@asu.edu.  
School of Community Resources and Development, Arizona State 
University 
Thesis advisor: Dr. Woojin Lee 
Master student: Chien-Fen Chiu 
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Left column: Minimum level refers to the least level of service that the hotel should 
provide and you will accept. 
Right column: Desired level refers to the service level you hope to receive and the hotel 
should provide. 
Expectations 
My Minimum  
Level of Expectation 
Services 
My Desired  
Level of Expectation 
Low           High  Low           High 
1  2  3  4  5  6  7 1. Cleanliness of guest rooms 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
2. Cleanliness of public area (such as lobby and 
corridors on guest room floors) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 3. Maintenance of hotel appearance and facilities 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 4. Atmosphere of hotel restaurants 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 5. Well-designed garage parking 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 6. Professionalism of hotel staff 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 7. Design of outdoor smoking area 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 8. Quality of food in hotel restaurants 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 9. Responsiveness to customers’ special requests 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
10. Accessibility of information about local 
transportation (such as time tables of trains and 
shuttles) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
11. Accessibility of information about local 
attractions (such as map of local restaurants and 
map of near by attractions) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
12. Variety of recreation facilities (such as pool, 
spa complex, and recreation center) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
13. Efforts to green initiatives (such as recycling 
and LED lighting) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 14. Use of local seasonal food by hotel restaurants 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
15. Local cultural performance (such as 
Taiwanese Opera or Chinese Orchestra)  
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
16. Special amenities provided in guest rooms 
(such as Japanese bathrobes and sandals) 
1  2  3  4  5  6  7 
Please rank the level of importance and your perceived performance toward the following 
services provided by the Hotel Royal Chiao Hsi. 
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Left column: Essence refers to how important the services are to you. 
Right column: Perceived performance refers to the service level that you actually experienced 
during your time of stay 
Importance and Performance You Experienced 
Level of Essence 
to me 
Services 
My Experienced 
Performance 
Low           High  Low           High 
1  2  3  4  5  6  7 1. Cleanliness of guest rooms 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
2. Cleanliness of public area (such as lobby and 
corridors on guest room floors) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
3. Maintenance of hotel appearance and 
facilities 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 4. Atmosphere of hotel restaurants 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 5. Well-designed garage parking 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 6. Professionalism of hotel staff 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 7. Design of outdoor smoking area 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 8. Quality of food in hotel restaurants 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
9. Responsiveness to customers’ special 
requests 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
10. Accessibility of information about local 
transportation (such as time tables of trains and 
shuttles) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
11. Accessibility of information about local 
attractions (such as map of local restaurants and 
map of near by attractions) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
12. Variety of recreation facilities (such as pool, 
spa complex, and recreation center) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
13. Efforts to green initiatives (such as 
recycling and LED lighting) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
14. Use of local seasonal food by hotel 
restaurants  
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
15. Local cultural performance (such as 
Taiwanese Opera or Chinese Orchestra)  
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
16. Special amenities provided in guest rooms 
(such as Japanese bathrobes and sandals) 
1  2  3  4  5  6  7 
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 Overall, I am satisfied with the hotel services.                     
 I am satisfied with the value for the price I paid.  
 Comparing with the other hotels in the same category, I feel 
    satisfied with this hotel.         
 I would talk positively about the hotel to others.      
 I would like to recommend the hotel to my friends or 
relatives. 
 I would like to stay with the hotel again.                     
 
About yourself: 
1. Your gender 
□ Male 
□ Female 
 
2. Your age 
□ Below 20       □ 40-49 
□ 20-29          □ 50-59 
□ 30-39          □ 60 or more 
 
3. Where are you living? 
□ Northern □ Southern □ Eastern □ Central Taiwan □ other areas:                    
□ International, which country:                     
 
4. Your monthly salary 
□ Under NT$ 20,000  □ NT$ 60,001~80,000 
□ NT$ 20,001~40,000 □ NT$ 80,001~100,000 
□ NT$ 40,001~60,000 □ NT$ 100,001 or more 
 
5. Have you ever stayed in the Hotel Royal Chiao Hsi? 
Disagree         Agree 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
    1  2  3  4  5  6  7 
    1  2  3  4  5  6  7 
    
    1  2  3  4  5  6  7 
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□ No, this is the first time. 
□ Yes, how many times?                time(s) before this. 
 
6. How many nights did you stay in the Hotel Royal Chiao Hsi this time? 
□ 1 night   □ 2 nights   □ 3 nights or more 
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Customers’ Zone of Tolerance toward Hotel Services 
礁溪老爺大酒店問卷 
 
 
 
 
親愛的貴賓您好: 
感謝您撥冗填寫本問卷，此問卷目的為了解您對於礁
溪老爺服務品質的期望、對服務的實際感受、以及這些服
務對您的重要性，問卷內容及調查結果僅作為學術研究以
及提供礁溪老爺觀光經營管理參考，本問卷採不記名方式
填寫，個別資料不對外公開。若有任何疑問，請您與我聯
絡 cchiu17@asu.edu 或與我的指導教授聯絡 
woojin.lee.1@asu.edu。 
 School of Community Resources and Development, 
Arizona State University 
指導教授: Woojin Lee 博士 
研究生: 邱千芬 敬上 
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<<感謝您撥冗填寫，煩請將完成之問卷交回飯店櫃台以換取精美小禮品>> 
請針對以下 16 項服務圈選一個最適當的數字以表達您對這些服務的「期望」，1 到
7 分代表: 1 分最低、2 分很低、3 分低、4 分普通、5 分高、6 分很高、7 分最高。 以
下左右兩欄詢問對服務品質的不同預期: 
左欄「最低可接受之服務品質」: 您認為礁溪老爺至少應該提供的服務水準。 
右欄「希望得到之服務品質」: 理想的狀況下，您最希望礁溪老爺能提供的服務水
準。 
 
期望 
最低可接受之 
服務品質 
服務項目 
希望得到之 
服務品質 
最低           最高 
 
最低           最高 
1  2  3  4  5  6  7 1. 客房清潔度 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 2. 公共區域清潔度(例如:大廳及樓層走廊) 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 3. 飯店外觀和公共設施的維護 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 4. 舒適的餐廳用餐氣氛 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 5. 停車場的整體配置 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 6. 飯店服務人員的專業程度 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 7. 戶外吸菸區的舒適性 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 8. 餐廳食材的品質 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 9. 飯店服務人員對您的特殊要求的回應 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
10. 取得當地交通相關資訊的方便性 (例如:火
車時刻表和接駁車時刻表) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
11. 取得附近觀光景點資訊的方便性(例如:當
地美食地圖和附近觀光景點地圖) 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
12. 飯店休閒設施的選擇性(例如:泳池、風呂、
育樂中心) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
13. 飯店正進行的綠色環保行動 (例如:資源分
類回收和使用 LED 燈節省能源) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 14. 餐廳料理使用當地季節性食材 1  2  3  4  5  6  7 
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1  2  3  4  5  6  7 
15. 地方文化表演 (例如:歌仔戲表演或絲竹音
樂會)  
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
16. 客房提供的特色備品(例如:日式浴衣和拖
鞋) 
1  2  3  4  5  6  7 
 
請針對以下相同的 16 項服務圈選一個最適當的數字以表達這些服務對您的「重要
性」和「實際感受之服務品質」，1 到 7 分代表: 1 分最低、2 分很低、3 分低、4 分
普通、5 分高、6 分很高、7 分最高。 
左欄「重要性」: 以下服務項目對您個人的重要程度。 
右欄「實際感受之服務品質」: 根據此次住宿經驗，您實際感受到的服務水準。 
 
重要性和實際感受之服務品質 
重要性 服務項目 
實際感受之 
服務品質 
最低           最高 
 
最低           最高 
1  2  3  4  5  6  7 1. 客房清潔度 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 2. 公共區域清潔度(例如:大廳及樓層走廊) 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 3. 飯店外觀和公共設施的維護 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 4. 舒適的餐廳用餐氣氛 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 5. 停車場的整體配置 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 6. 飯店服務人員的專業程度 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 7. 戶外吸菸區的舒適性 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 8. 餐廳食材的品質 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 9. 飯店服務人員對您的特殊要求的回應 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
10. 取得當地交通相關資訊的方便性 (例如:
火車時刻表和接駁車時刻表) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
11. 取得附近觀光景點資訊的方便性(例如:當
地美食地圖和附近觀光景點地圖) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
12. 飯店休閒設施的選擇性(例如:泳池、風
呂、育樂中心) 
1  2  3  4  5  6  7 
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1  2  3  4  5  6  7 
13. 飯店正進行的綠色環保行動 (例如:資源
分類回收和使用 LED 燈節省能源) 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 14. 餐廳料理使用當地季節性食材 1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
15. 地方文化表演 (例如:歌仔戲表演或絲竹
音樂會)  
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
16. 客房提供的特色備品(例如:日式浴衣和拖
鞋) 
1  2  3  4  5  6  7 
 
 
  整體而言，我對礁溪老爺的服務感到滿意。  
  相較於支付的費用，我覺得礁溪老爺提供物超所值的服
務。 
  相較於其他同類型飯店，我對礁溪老爺感到滿意。                    
  我會向其他人宣傳礁溪老爺的好處。       
  我會向我的親友推薦礁溪老爺。 
  我願意再度光臨礁溪老爺。.                     
 
 
個人基本資料: 
 
1. 性別: 
□ 男性 / □ 女性 
 
2. 年齡:              
    
          
        
 
3. 目前您正居住於: 
□ 北部  □ 中部  □ 南部  □ 東部  □ 其它地區:                      
非常不同意      非常同意 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
1  2  3  4  5  6  7 
□ 40-49 歲 
□ 50-59 歲 
□ 60 歲以上 
□ 20 歲以下 
□ 20-29 歲 
□ 30-39 歲 
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□ 其他國家:                                     
 
4. 月收入: 
□ 新台幣 20,000 元以下        □ 新台幣 60,001~80,000 元 
□ 新台幣 20,001~40,000 元      □ 新台幣 80,001~100,000 元 
□ 新台幣 40,001~60,000 元      □ 新台幣 100,001 元以上 
 
5. 請問您之前曾經住宿礁溪老爺酒店嗎? 
□ 沒有，這是第一次 
□ 有，在這次之前曾經住宿過            次 
 
6. 請問您這次住宿礁溪老爺酒店的時間? 
□ 2 天 1 夜   □ 3 天 2 夜   □ 4 天 3 夜以上 
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APPENDIX B 
IRB APPROVAL 
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